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THE EFFECT OF COORPORATE SOCIAL RESPONSBILITY (CSR) ON 
SUPPORT INTENTION AND COSTUMER PURCHASE BEHAVIOUR OF 
CSR PROGRAMS AQUA 
ABSTRAK 
Tujuan - Tujuan makalah ini untuk mengetahui hubungan antara tanggung jawab 
sosial perusahaan (CSR), mendukung niat dan perilaku pembelian, Meskipun ada 
banyak penelitian yang melaporkan hubungan antara kepercayaan CSR dan perilaku 
pembelian terhadap peran mediasi niat dukungan, oleh karena itu peneliti 
menganalisis hubungan tersebut. Dalam hal program CSR oleh Aqua. 
Desain / metodologi / pendekatan - Penelitian ini menggunakan penelitian 
kuantitatif untuk menguji hubungan kepercayaan CSR, Niat pendukung dan perilaku 
pembelian. Kuesioner dibagikan kepada 120 responden, Hanya 10 responden yang 
dikategorikan sebagai sampel yang mengetahui program CSR Aqua, Untuk mediasi 
peneliti menggunakan uji sobel untuk menganalisis 
Temuan - Hasil penelitian menunjukkan hubungan kepercayaan CSR menunjukkan 
pengaruh yang signifikan dengan niat pendukung. Hasil penelitian juga menunjukkan 
bahwa semua dimensi CSR memiliki hubungan yang tidak signifikan dengan perilaku 
pembelian secara langsung. Selain itu, kepercayaan ekonomi dan kepercayaan etis 
berpengaruh signifikan terhadap perilaku pembelian dengan menengahi niat 
dukungan. 
Orisinalitas / nilai - Penelitian ini menunjukkan bahwa kepercayaan CSR 
mempengaruhi perilaku pembelian konsumen dengan menengahi niat pendukung 
untuk sampel dosen dan asisten dosen di fakultas manajemen dan bisnis di universitas 
Muhammadiyah Surakarta. Akhirnya perusahaan harus memperbaiki strategi 
pemasaran mereka dengan menggunakan program CSR sebagai strategi untuk 
mendapatkan simpati nasabah dan meningkatkan kredibilitas perusahaan. 
Keywords : Tanggung jawab sosial,strategy pemasaran, perilaku konsumen, 
Aqua 
ABSTRACT 
Purpose – The purpose of this paper to investigate relationships corporate social 
belief (CSR), support intention and purchase behavior, Although there a lot research 
report the relationship between CSR belief and purchase behavior on mediating role 
of support intention, hence researcher to analyze those relationships in case CSR 
programs by Aqua. 
Design/methodology/approach – This study employs a quantitative research to test 
the relationship CSR beliefs, support intention and purchase behavior. Questioners 
are distributed to 120 respondents, Only 100 respondents categorized as sample that 
knowing CSR programs Aqua, For mediating test researcher used sobel test to 
analyze the relations among the variables. 
Findings – The results showed the relationship CSR belief demonstrated significant 
effect with support intention. The results also showed that all CSR dimensions have 
insignificant relationship with purchase behavior directly, Additionally economic 
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belief and ethical belief have significant effect with purchase behavior by mediating 
support intention 
Originality/value – This study showed CSR belief influence customer purchase 
behavior by mediating support intention for the sample lectures and assistant in 
management and business faculty in Muhammadiyah University of Surakarta. Finally 
companies should improve their marketing strategy by using CSR programs as their 
strategy to get customer sympathy and rise credibility of company. 
Keywords: social responsibility, Marketing strategy, customer behavior, Aqua     
 
1. Introduction 
Now days the development of business runs very fast accompanied by 
increased competition that requires the company to improve its performance. This 
done in order to increase profits to achieve its goals (Swa, December 2005). 
Getting along with the greater and the extent of corporate influence over people's 
lives, the company should be responsible for the overall internal and external 
environment of companies (Swa, December 2005). Now days costumers are 
forcing organizations to consciously think about responsibility towards customers 
as the key for stakeholder, to place greater efforts to incorporate, and to address 
social responsibility issues that affecting society (Pomering & Dolnicar, 2009).  
Corporate social responsibility is generally understood as the way a company 
in achieving balancing or integration of economic, environment or environmental 
and social issues and at the same time its able to meet the expectations of 
shareholders. Hence CSR has become as important business issues that involving 
between business and society (Hastings,Angus&Stirling, 2011), 
Based on the research lately suggests that there is a positive relationship 
between CSR activities of companies and consumer behavior towards the 
company and its products (Brown and Dacin, 1997; Creyer and Ross, 1997; Ellen, 
Webb and Mohr, 2000). Mohr, Webb and Harris (2001) examine. the impact of 
CSR knowledge on consumer attitudes and the decision to purchase, as well as the 
influence of CSR in purchasing decisions. Their findings showed a significant 
relationship between CSR and consumer responses. 
CSR phenomenon is also widespread in Indonesia today. As we can see there 
are various companies in Indonesia, Local and international has a corporate social 
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responsibility program both philanthropic and involve its consumers to build brand 
image, one of consumer goods company is PT. Tirta Investama which produces 
water bottled ”Danone Aqua ” . one of consumer goods company is PT. Tirta 
Investama which produces water bottled “Danone Aqua”" “#1UNTUK10” or 
“#TemukanIndonesiamu”. This study intends to investigate the influence of CSR 
program on support intention and purchase behavior directly or mediating by 
support intention. 
This paper aims to examine consumers' buying behavior towards CSR. We are 
interested in exploring whether the consumers consider a corporation's CSR 
initiatives before making any purchase decisions of the products and services. In 
addition, we also seek to identify which type of CSR component based on Carroll's 
pyramid of CSR will have significant impact on consumers' buying behavior.    
1.1 Background literature 
1.1.1 Corporate social responsibilities 
Michael Hopkins stated that "Corporate social responsibility is concerned 
with treating the stakeholders of the firm ethically or in responsible manner." 
According to WBCSD (World Business for Council Sustainable Development) 
describes CSR as the continuing commitment by business to behave and 
contribute to economic development while improving the quality of life of the 
workforce and their families as well as of the local community and society at 
large to improve their social life. Keith Robert Davis and Blomstrom (Carol, 1996) 
defines CSR as an obligation of the decision makers to take action to protect and 
improve the welfare of society as a whole in accordance with the interests of the 
company. European Union explains CSR in EU Green Paper on CSR as a concept 
whereby companies integrate social and environmental concerns in their business 
operations and in their interaction with their stakeholders on a voluntary basic. 
From these views, Archie B. Carroll (1996) suggested a pyramid concept 
of corporate social responsibility. This pyramid consists of four levels include 
economic responsibility, legal responsibility, ethical responsibility, and 
philanthropic responsibilities. Economic responsibility refers to the advantage of 
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the organization, while the legal responsibility means in achieving their business 
goal the company must obey the law. Whereas from ethical standpoint, 
organizations should run well and fair.  
1.1.2 Support intention 
Support intention happens when the customers prefer to buy a certain product 
or a service which is beneficial for them. They have positive attitude towards the 
product. They will use or buy it repeatedly since they find out the product is 
worthed, While consumers select one particular product, the final decision to 
accept a product to buy or to reject is depends on cnsumers’ intention. it depends 
on consumers’ intention. Also, a large number of external factors have been 
recognized, which can affect PI (Keller, 2001). Customers purchase decision is a 
complex process. support intention usually is related to the behavior, perceptions 
and attitudes of consumers (Ghosh, 1990). In context of CSR consumers as a 
stakeholder of an organization plays an important role in shaping CSR strategies to 
be done by an organization. The differences in perceptions between managers and 
consumers highlighted earlier point on the difficulties that organizations encounter 
when attempting to build an image of social responsibility (LeCren and Ozanne, 
2011; Maignan, 2001; Maignan and Ferrell, 2003). 
1.1.3 Purchase behavior 
According to Blackwell and Miniard (1990), customer behavior is a direct 
action involved in obtaining, consuming, and disposing of products and services, 
including the decision processes that precede and follow this action. And 
Consumer behavior is strongly influenced by the environment and the various 
layers of society in which it is born and raised. This means that consumers have 
different judgments, needs, opinions, attitudes and tastes (Kotler, 2000), buying 
behavior is also influenced by the cultural, social, personal, and psychological 
factors of the buyer. In making a purchase through the process of a person's 




1.2    Conceptual model 
1.2.1 CSR dimensions on Support Intention  
As earlier discussed, perceptions of CSR vary amongst different 
stakeholders of organizations. Furthermore consumers as as the primary 
stakeholder of an organization plays an important role in shaping CSR strategies 
which is done by by an organization. The differences in perceptions between 
managers and consumers highlighted earlier point on difficulties that organizations 
encounter when attempting to build an image of social responsibility (LeCren and 
Ozanne, 2011; Maignan, 2001; Maignan and Ferrell, 2003). For instance, The high 
level of economic performance were highlighted as appropriate CSR practice 
(Maignan, 2001). In these countries, consumers were more likely to support CSR 
strategies that demonstrated active contribution to the welfare of society through 
legal, ethical and philanthropic behaviors. This suggests that businesses with 
global operations may need to adapt appropriate CSR strategies in different 
countries (Ramasamy and Yeung, 2009; Singh and Agarwal, 2013). Therefore, the 
first research question for the study is framed as follows: 
H1: Does corporate social responsibilities dimensions has positive influence on 
Support intention?  
1.2.2 Pathway the influence of CSR on support intention and purchase 
behavior 
 Several studies have suggested that there is a positive relationship between a 
corporation's CSR activities and consumers' attitudes towards the corporation and 
its products (Brown & Dacin, 1997; Creyer Ross, 1997; Ellen, Webb, & Mohr, 
2000). Mohr, Webb and Harris (2001) examined the impact of CSR knowledge on 
consumers' attitudes and purchase decisions and whether CSR will affect 
consumers' decisions and why it does or does not. 
 Consumer responses to CSR initiatives vary and are influenced by their 
beliefs to CSR organization, which in-turn affects their support intention. This 
relationship between consumer evaluations on CSR and consumer support 
intention has been well established (Auger et al., 2003; Kolkailah et al., 2012; Lee 
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et al., 2010).Further, it has been suggested (Fishbeinand Ajzen,2010) that support 
intentions once it formed will influence purchase behavior. 
 H2: Is there  influence of corporate social responsibilities dimensions on 








This research is a causal or explanatory research using survey methods in 
the process of collection of data. Primary data was collected by direct distributing 
questionnaires. The descriptive and statistical analysis method was used in this 
study. Populations of this study are lectures and assistant economy and business 
faculty in Muhammadiyah University of Surakarta. Non-Probability sampling was 
used to this study. Sampling was taken by using purposive sampling method, it 
means respondents know CSR programs by Aqua they will be sample. The 
questionnaire used closed-ended questions with 5-point likert scales, scale 1 mean 
strongly disagree and scale 5 related to strongly agree. Content of questionnaires 
adopted from study that conducted by Afra, Edwin And Sanjaya 2015. In the 
questionnaire also collect data of respondent such as, gender, latest education, age, 
occupation, knowing CSR programs Aqua, Knowing informations and Knowing 
CSR programs Aqua . The questionnaire was distributed for 120 people, only 100 
respondents categorized as sample, According to study conducted by Anderson et 
al (1998) that argued if the sample size of 100-200 is adequate for the research. 
Data was collected in Economy and business faculty in Muhammadiyah 




Conceptual model of 
CSR dimensions on 





3. Finding and Data Analysis 
3.1 Descriptive Analysis 
From collecting data result, can be known variety of respondent 
characteristic. Based on gender female(48 respondents) and male(52 respondents), 
Most of respondents are  26 to 33 years old, meanwhile based on education most 
of respondent has mater degree, based on occupation permanent lectures has the 
highest ( 65 respondents), And for knowing information CSR Programs Aqua 
respondents know most from television, Lastly respondents know CSR Programs 
“#1UNTUK10” as much as 60 respondents, “TemukanIndonesianmu” as much as 
33 respondents, And 7 respondents know others CSR program Aqua.  
3.2 Validity and Reliability test 
The validity results show that all data have been extracted and loading 
factor values more than 0.195, Validity test using bivariate pearson with the 
calculated  r table = 0,195 (Ghozali, 2017) Result show all data has valid, it can 
show all values higher than 0.195. 
Reliability test using Mechanical testing technique Cronbach’s Alpha 
Value. The minimum reliable level of 0.60 shows that the items used in the study 
is reliable and reasonably free from measurement (Hair, et. al., 2006). the results 
of reliability test of the variables with SPSS 16.0 for Windows. The results show 
all research instruments are reliable. So that all instruments of the research can be 
studied further. 
 
Construct   Cronbach’s α Measurement items  Factor loadings 
Economic beliefs 0.778    I believe that businesses must  0.806  
maximize profits 
I believe that businesses  0.681                              








I believe that businesses  0.838          
must plan for their long-term success 
I believe that businesses  0.782                  
must always   improve economic            
performance 
Ethical beliefs 0.858   I believe that businesses  0.815 
must permit ethical concerns                                 
to negatively affect economic            
performance 
I believe that businesses  0.803                            
must ensure that the respect                                
of ethical principles has priority                     
over economic performance 
I believe that businesses   0.872  
must be committed to                                        
well-defined ethical principles 
I believe that businesses  0.862  
must avoid compromising ethical             
standards in order to achieve                  
corporate goals 
Philanthropic beliefs      0.633  I believe that businesses  0.521          
must help solve social problems 
I believe that businesses   0.621    
must participate in the management                 
of public affairs 
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I believe that businesses  0.611  
must allocate some of their resources                     
to philanthropic activities 
I believe that businesses   0.745   
must play a role in our society                        
that goes beyond the mere                     
generation of profits 
Support intention 0.774   I would pay more to buy   0.821    
products from a socially                                         
responsible company 
I avoid buying products from  0.693  
companies that have engaged                            
in immoral actions 
I would pay more to    0.685   
buy products from companies that                      
show care for the well-being of                        
our society 
If the price and quality of  0.706   
two products are the same,                                  
I would buy from a firm that                             
has a socially responsible reputation 
Purchase behavior  0.856  I  choose AQUA brand when similar 0.715                 
 brand of bottle water were available 
 
I buy from AQUA  brand when        0.849                      
a better quality brand of bottle                          




I buy from AQUA brand  0.804                           
even though cheaper brand of                         
bottle water were available 
 
I explicitly recommend to someone  0.785                                
else that he/she purchases only from                       
AQUA brand 
 
I  criticize someone I know for       0.838                 
buying from AQUA brand 
 
3.3 Hypothesis Test 
CSR dimensions on Purchase intention.  The first research question explored 
whether CSR beliefs about economic, legal ethical and philanthropic belief 
influence on support intention. Value of R2 show 0.352 ( F = 17.391 Sig= 0.000), 
This regression show relationship CSR dimensions on support intention, The 
results show all CSR dimensions Economic (β = -0.25, Sig = 0.003), Ethical ( β = 
-0.25, Sig = 0.01) and Philanthropic belief (β = 0.40, Sig = 0.00) have positive 
effect significantly on support intention. 
 
   Unstandardized Coefficients      Coefficients  
Model  B    Std error Beta  t Sig 
(Constant)  7.824    1.461   5.355 .000 
Economic Belief -.256    .086  -.304  -2.997 .003 
Ethical Belief -.251    .102  -.301  2.455 0.016  
Philanthropic .409    .097  .447  4.239 .000 
R square  0.352 
F   17.391 
Sig F  0.000 






Source: Primary data 2017 
 
CSR dimensions on purchase behavior.  The second research questions 
explored CSR belief about economic, ethical, philanthropic belief on purchase 
behavior with directly relationship. Researcher used Regression analysis. Value of 
R2 show 0.109 ( F = 2.911 Sig= 0.026). the results of regression showed all CSR 
dimensions have negative effect on purchase behavior directly. Economic belief (β 
= -0.010, Sig= 0.946), Ethical belief (β = -0.243, Sig = 0.163) and philanthropic 
belief (β = 0.018, Sig = 0.915). 
 
    Unstandardized Coefficients      Coefficients  
Model  B    Std error Beta  t Sig 
 
(Constant)  11.881    2.731   4.350 .000 
Economic Belief -.010    .147  -.009  -.068 .946 
Ethical Belief -.243    .173  -.209  -1.405 .163  
Philanthropic .018    .173  .015  .107 .915 
Support intention .482    .167  .346  2.879 .005 
R square  0.109 
F   2.911 
F Sig  0.026 
Dependent variable: purchase behavior 
Sources: Primary Data, 2017. 
 
Mediating support intention, Researchers used Sobel test for analysis 
relationship CSR dimensions about economic, ethical, philanthropic belief on 
purchase behavior by mediating support intention. The results show the indirect 
effect of economic belief on purchase behavior (β = -0.256, Z = -3967) was 
significant. It will have significantly effect if Z value >1.984 and < -1.984. Ethical 






and the last indirect effect philanthropic belief on purchase behavior ( β = 0.409, Z 








The first hypothesis stated that corporate social responsibilities has positive 
influence to support intention. It’s likely suggested (Ramasamy andYeung,2009; 
Singh and Agarwal, 2013). CSR strategies that demonstrated active contribution to 
the welfare of society through legal, ethical and philanthropic behaviors. This 
suggests that businesses with global operations may need to adapt appropriate 
CSR strategies in different countries and will influence support intention. 
The second hypothesis  CSR beliefs about economic, ethical and philanthropic 
beliefs have positive and significant effect on purchase behavior. According to the 
result of this economic study, ethical and philanthropic beliefs has no significant 
effect on support intention , it means that H2 is rejected. 
The results of the research show that three corporate social responsibility 
dimensions in total have significant effect on the Support intention as it is 
expected before. Philanthropic belief has highest effect to support intention 
followed by ethical belief and another variable of economic has the lowest effect 
to support intention. It can be highlights that CSR initiatives will create or build 
support intention to purchase product, all companies must focus on CSR programs 
to satisfy customers in building their support intention (Ramasamy and Yeung, 
2009).consumer intention to support CSR through purchase from socially 
responsible organizations is a function of their beliefs about that organization’s 







CSR could be meant as the recognition and integration environmental and 
society as part of the companies in the operation, paving the way for business 
practices that satisfy and configure their relations with their stakeholders or 
customers (De la Cuesta and Valor (2003). It also also suggested that CSR has 
positive effects to customers intention in relation with their purchase behavior 
(Fraj Andreas et al, 2012). Those behaviour behavior are not made by policy but as 
the expectations by members of society. In the last research research there are 
positive relationship between corporate social responsibilities on customer 
behavior (Ellen, Webb, and Mohr, 2001).  
Based on the research suggests that there is a positive relationship between 
CSR activities of companies and consumer behavior towards the company and its 
products (Brown and Dacin, 1997; Creyer and Ross, 1997; Ellen, Webb and Mohr, 
2000). Mohr, Webb and Harris (2001) examine. the impact of CSR knowledge on 
consumer attitudes and the decision to purchase, as well as the influence of CSR 
in purchasing decisions. Their findings showed a significant relationship between 
CSR and consumer responses. Sen and Bhatta Charya  (2001) examined 
consumer reactions to CSR shows that CSR will directly affect consumer 
intention to purchase the company's products. According to Pomering and 
Dolnicar (2008), consumers expect companies to provide information that and 
consumers will support those companies to apply it.  
Managerials Implications, AQUA company required to do more 
improvisation in CSR initiatives programs and focus on strategic choice in 
creating CSR programs that related to environments and society to be more 
innovative in order to gain purchasing of the customers. In order to attract the 
customers purchase behavior the company also need to increase the program by 
focusing on the right CSR issues and purchase behavior(Bhattacharya and Sen, 
2003). Because the selection of CSR programs contributes in increasing 
credibility of business to customers and giving high influence to environments 
and society.  
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Limitations and directions for future research. Researchers have suggested 
that the relationship between CSR beliefs, support intention and purchase 
behavior is moderated by a variety of personal and situational factors including: 
degree of consumer knowledge about CSR; the importance of CSR issues to the 
consumer; perceived motivation of a firm; purchasing power and the impact of 
CSR initiatives on product quality (Becker-Olsenetal., 2006; Castaldo et al., 2009; 
Mohr and Webb, 2005; Öberseder et al., 2011; Sen and Bhattacharya, 2001). The 
current research have limitations The respondent of this research are mostly 
lecturers of Muhammadiyah University of Surakarta. There are still many lectures 
come from other universities in Surakarta. Such as Universitas Sebelas Maret, 
Universitas Setia Budi, Universitas Islam Batik Surakarta. The research only 
focuses on one object, AQUA products, It will be different result if the object 
another product, so this research cannot be reference the influence among 
variables. This research only focuses on word of mouth communication, tourists’ 
attitude and travel intention. Without take other variables which may effect on 
third variables. 
Recommendations, The researcher also gives some suggestions for further 
studies to overcome the limitations. Future studies should consider the possibility 
of increasing the sample size by including more respondents from various 
companies in their studies. It is important for future studies to carry out a 
longitudinal research in order to assess the direct and indirect effects of the 
independent variables on the dependent variables respectively. Try to test the 
model on this study in another company. 
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